This paper reviews the Thai national character according to Hofstede's cultural dimension theory and Komin's nine values cluster (Psychology of the Thai people), analyses the social hierarchy of Thai consumers according to the Luxury 4P Taxonomy (Han et al., 2010) , integrates the Theory of Cultural Capital (Bourdieu, 1984), and expounds the features of social class. The global luxury fashion industry has grown significantly in recent years, but much of the research has been limited to conspicuous consumption and social identity. This paper involves religious beliefs that are argued to influence luxury purchasing motives. The purpose of the paper is to develop an analytical framework to aid in understanding luxury fashion consumption in a Buddhist country such as Thailand in order to inform luxury products vendors on how to improve their marketing strategies.
Introduction
Substantial research has indicated that culture can influence consumer behavior broadly and deeply (see, for example, Kotler, 1994) . Religion is a subset of culture, and virtually all religious systems serve to influence culture (Cornwell et al., 2005 , p. 533). Attitude, subjective norms and behavioral control (such as the theory of planned behavior, Icek Ajzen) are functions of beliefs. Consumers who hold different beliefs may differ in the processes they follow in seeking information and making purchasing decisions (Gao, 2009).
Apart from being the only country in South-East Asia to have never been colonized, Thailand is the largest Buddhist country in the world. Therefore, Thailand has managed to retain over time the wellknown traditions, culture and social attributes that exists today. Over 93% of Thai citizens believe in Theravada Buddhism, and the religion continues to influence deeply Thai thinking, behavior, and way of life.
Nowadays, the recovering and improving economy has allowed luxury products to become more accessible than in the past, so that a greater number of Thai middle class and pop-conscious youth have entered this consumption field. Luxury goods in Thailand have continued to record strong growth due to the economic recovery in 2015 (Market Research, 2016) . Many new brands have started to emerge in Thailand, such as Dior, MCM, and Alexander Wang, among many others. Luxury consumption in Thailand appeals to both local consumers and foreign tourists, but this paper focuses on the domestic market.
In general, luxury can be divided two categories, namely luxury services and luxury products.
Restaurants, cruises and hotels are deemed to be luxury services, whereas jewellery, sports cars, cosmetics, designer clothes, and brand-named goods, such as handbags, are to be luxury products.
Both types of goods and services belong to the luxurious lifestyle, but luxury services are typically recognized as high-end invisible luxuries, while luxury products are recognized as low-end visible luxuries.
The literature shows that luxury goods provide both private value and social codes for consumers simultaneously. Therefore, research about consumer purchasing behavior toward luxury fashion goods should be conducted under the assumption that consumers can acquire both internal personal value and external social value from purchasing luxury consumer items. Marketing strategies that have been applied successfully in Western markets will not necessarily be successful in East-Asian and other countries (Gao, 2009).
Although growing wealth has liberated spending power, and has had a profound effect on attitudes regarding luxury products (Precision Marketing, 2006), the purchasing motivation of Thai consumers is still different compared with consumers from traditional luxury markets, such as Japan, Europe, USA, and Middle Eastern countries.
The remainder of the paper is organized as follows. Section 2 provides some background material, including the purpose and limitations, Section 3 provides a literature review, and Section 4 gives some concluding comments.
Background

Purpose and Limitations
Wong and Ahuvia (1998) indicated many of the products are the same in Asian and Western societies, but consumers in these different societies may not buy the products for the same reasons. Culture influences consumers' perceived values, motivations, and beliefs about products, including luxury goods and services. Therefore, the purpose of the paper is to gain a better understanding of Buddhist beliefs that influence Thai luxury consumers' motives, behavior, objective and psychological changes before and after purchasing luxury products.
Komin (1991) provides a deep comprehension about the national character, as well as the cognitive dimension. This system consists of nine clusters, and assists in determining an investigative approach and design of survey questionnaires. Komin (1991) indicated that, when the Prime Minister finally resigned to pave the way to form a new coalition government to include one of the Opposition parties, those Opposition MPs who had previously declared and sworn in public repeatedly that they would "never" join the government with General
Chatchai as Prime Minister, found themselves accepting ministerial posts without any apparent embarrassment.
As for another example, Komin (1991) indicated that Thailand has about two dozen political parties.
However, their policies and ideological differences can hardly be differentiated. Factions in the Thai political system are not based on ideological or policy differences, but rather on personal conflicts and "in-group" interests. Flexibility and Adjustment Orientation can be used to explain why law enforcement in Thailand is frequently regarded as being inefficient.
5. Religio-Psychical Orientation indicates that the Thai perceive religion as having some influence in their lives, especially in rural rather than urban areas. Komin (1991) 6. Education and Competence Orientation indicates that education has been perceived more as a "means" of climbing up the social ladder to attain greater prestige and higher salaries, rather than an end value in itself (Komin, 1991) . On the basis of this phenomenon, it has been argued that Thai people value and place greater importance on form over content, and style over substance.
7.
Interdependence Orientation indicates that collaborative behavior is a dominant behavioral pattern in Thailand. Consequently, Thailand is a rare example of successful assimilation of ethnic groups, such as Muslims and Chinese, saving Thailand from the painful experiences of ethnic conflicts and scandals that are prevalent in other countries and regions (Komin, 1991 ).
8. Fun-Pleasure Orientation indicates that, when asked about the quote: "Life is short, so one should enjoy as much as one can", the results of questionnaires show that there is greater disagreement than agreement. With regard to planning for the future, the majority of respondents disagreed with the statement that: "The future is uncertain, so there is no need for planning for one's future". The result put doubts to Ayal's statement that the "Thai view life as something to enjoy here and now, with very little thought about the future" (Komin, 1991) 9. Achievement-Task Orientation indicates that the achievement value of being ambitious and hardworking to attain one's goals has been consistently ranked as the least important value (23rd) in relation to the remaining questions, with little variation across groups and over time, with the exception of Thai businessmen, who ranked it 19th, with highest of all Thai groups being Thai of Chinese descendants, who ranked it 13 th . This finding substantiated certain attributes of the Chinese character that accounts for their success stories of "rags-to-riches". However, all Thai, without exception, ranked hardworking achievements much lower than social relationship values, which seems to be of paramount importance in Thai society (Komin,1991) .
Summarizing the value clusters, Thailand's national character may be succinctly stated, as follows:
ego and face saving; grateful, sincere and deep reciprocal relationships; 'other-directed' social interaction values; flexibility over principle and ideology; religion has some deep influences, but most people do not make a conscious effort to reach nirvana; importance on form over content, and style over substance; collaboration and assimilation; enjoying the present, but also considering the future;
and paying greater attention to social relationships than individual achievements.
After analyzing the national character, Hofstede's theory and Triandis' improvement approach can be used to examine more analytically the topic of the paper. Individualists are independent and perceive their selves as different from other selves. They desire to be distinguished from others and to acquire high status, and enjoy competition with others and desire to win all kinds of competition. Horizontal Individualists are not interested in being distinguished from others or in having high status, although they are nevertheless independent and want to be unique and highly self-reliant. They seek individuality rather than distinctiveness.
Vertical Collectivists submit to the norms of their in-groups and are willing to sacrifice their personal identities for the benefit of in group goals for the integrity of the in-group. Horizontal collectivists do not submit easily to authority, although they stress the well-being and common goals of their in-group and are interdependent.
Integrated with the conclusion of the National Character of Thailand, it is clear that the Thai people are Vertical Collectivists. Moreover, interpersonal influences are remarkable in ta collectivist society such as Thailand.
In general, luxury consumption is the result of multiple motivations, among which are included the following three interpersonal effects, namely the Veblen effect (whereby consumers purchase a higherpriced commodity or service when a lower-priced substitute is available), the Snob effect (whereby demand for a product by a high income segment varies inversely with the demand by a lower income segment), and the Bandwagon effect (whereby individuals will purchase a commodity or service primarily because other individuals are doing so, regardless of their beliefs).
In addition, personal effects such as Hedonic and Perfectionism also influences consumer's motives (1) Patricians are equivalent to birth-rich, have high wealth, and do not lust after status. Their status manifestation is much more discrete, which makes it more complex to target for marketers. (1) Dukkha means suffering, craving, and discontent.
(2) Samudaya explains the cause of craving, suffering and dissatisfaction.
(3)
Nirodha describes how to stop this craving and clinging so that nirvana is attained, and rebirth and dissatisfaction will no longer arise.
(4)
Magga is the path to the cessation, or liberation from dukkha. Following the path, restraining oneself, cultivating discipline, and practicing mindfulness and meditation, means that craving and clinging will end, as will rebirth and dissatisfaction. Theravada Buddhist's doctrines are complicated, with the Four Noble Truths comprising a very small part of the whole system. At the same time, Four Noble Truths are also fundamental of the doctrinal system, so it has a huge influence on true believers.
The four Nobel Truths emphasize restraining lust and greed, so that liberation from dukkha, and subsequently rebirth and dissatisfaction, are ended. On the other hand, research has suggested that lusting after status and social signals are the primary purchasing motives for luxury consumers.
Therefore, it is essential to make clear and explain existing influences between Buddhist beliefs and the purchasing of luxury consumption.
Literature Review
Ajzen (1991) developed the theory of planned behavior (TPB), which is essentially an extension of the theory of reasoned action. A fundamental assumption of TRA is that most human behavior is deemed to be under volitional control, and so can be predicted from intention alone. TPB was developed to deal with situations in which people may lack complete volitional control over the behavior in question (Ajzen, 2002 ).
Ajzen ( According to Dillon (1998), Buddhism's goal is to eliminate desires through personal discipline.
Buddhists also believe in good conduct, honesty, and being compassionate, charitable and selfless (Fam et al., 2002) . Morgan and Lawton (1996) claim that the whole ethos for living as a Buddhist is simplicity, self-control, kindness, and generosity. Buddhism also emphasises that everything is impermanent, so that everything is without permanent soul or self, which is characterized by suffering In summary, it can be argued that a status gap does not actually exist in Thai society as everyone is a follower of Buddha, so that each individual has already obtained an equality in the religious and/or ephemeral world. In this sense, Thai Parvenus and Poseurs are likely to have a lower desire for luxury consumer goods and services.
Conclusion
This paper reviewed the Thai national character, analysed the social hierarchy of Thai consumers, integrated the theory of cultural capital, and expounded on the features of social class, in respect of Theravada Buddhism and Thai luxury fashion consumption.
The global luxury fashion industry has grown significantly in recent years, but much of the research has been limited to conspicuous consumption and social identity. The paper involved religious beliefs that were argued to influence luxury purchasing motives. The paper developed an analytical framework to assist in understanding luxury fashion consumption in a Buddhist country such as Thailand in order to inform luxury product vendors on how to improve their marketing strategies.
The beliefs of Buddhism do not seem to have a significant impact on Thai luxury consumption. Both interpersonal and personal effects play an important role in Thailand, so that other reasons and factors for purchasing decisions are crucial in Thailand. A detailed quantitative analysis will enable further examination of this complicated but challenging topic.
